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 Penelitian ini dilakukan dengan tujuan untuk mengetahui pengaruh 5 
faktor Online Customer Experience yaitu Ease of Use, Customization, Security, 
Fulfillment Reability, dan Store Offerings terhadap Repurchase Intention melalui 
Satisfaction sebagai mediasi. Objek dari penelitian ini adalah konsumen yang 
pernah berbelanja di Tiket.com dan berdomisili di Surabaya. Jenis data yang 
digunakan adalah Data kuantitatif dengan sumber data berupa data primer. Skala 
pengukuran menggunakan skala likert 5 poin. Teknik analisis data yang 
digunakan oleh penelitian ini adalah SEM dengan bantuan program LISREL 8.80. 
Teknik pengambilan sampel yang digunanakan adalah nonprobability sampling, 
dengan cara purposive sampling. Sampel yang digunakan berjumlah 193 
responden. Hasil penelitian ini mrmbuktikan (1) Ease of Use ditemukan memiliki 
pengaruh positif dan signifikan terhadap Satisfaction konsumen Tiket.com di 
Surabaya yang membeli tiket pesawat, (2) Customization ditemukan memiliki 
pengaruh positif dan signifikan terhadap Satisfaction konsumen Tiket.com di 
Surabaya yang membeli tiket pesawat, (3) Security ditemukan memiliki pengaruh 
positif dan signifikan terhadap Satisfaction konsumen Tiket.com di Surabaya yang 
membeli tiket pesawat  sehingga hipotesis ketiga diterima, (4) Fulfillment 
Reability ditemukan memiliki pengaruh positif dan signifikan terhadap 
Satisfaction konsumen Tiket.com di Surabaya yang membeli tiket pesawat, (5) 
Store Offering ditemukan memiliki pengaruh positif dan signifikan terhadap 
Satisfaction konsumen Tiket.com di Surabaya yang membeli tiket pesawat, (6) 
Satisfaction ditemukan memiliki pengaruh positif dan signifikan terhadap 
Repurchase Intetntion konsumen Tiket.com di Surabaya yang membeli tiket 
pesawat  sehingga hipotesis keenam diterima. 
 
Kata Kunci : Ease of Use, Customization, Security, Fulfillment Reability, Store 





THE INFLUENCE OF ONLINE CUSTOMER EXPERIENCE FACTORS 
ON REPURCHASE INTENTION THROUGH TIKET.COM USER 
SATISFACTION IN SURABAYA 
 
 This research was conducted with the aim to determine the effect of 5 
factors Online Customer Experience, namely Ease of Use, Customization, 
Security, Fulfillment Reability, and Store Offerings on Repurchase Intention 
through Satisfaction as mediation. The objects of this research are consumers who 
have shopped at Tiket.com and are domiciled in Surabaya. The type of data used 
is quantitative data with primary data sources. The measurement scale uses a 5-
point Likert scale. The data analysis technique used by this research is SEM with 
the help of the LISREL 8.80 program. The sampling technique used is 
nonprobability sampling, by means of purposive sampling. The sample used 
amounted to 193 respondents. The results of this study prove (1) Ease of Use was 
found to have a positive and significant effect on Tiket.com customer satisfaction 
in Surabaya who purchased airplane tickets, (2) Customization was found to have 
a positive and significant effect on Tiket.com customer satisfaction in Surabaya 
who purchased tickets airplane, (3) Security was found to have a positive and 
significant effect on Tiket.com customer satisfaction in Surabaya who bought a 
plane ticket so the third hypothesis was accepted, (4) Fulfillment Reability was 
found to have a positive and significant effect on Satisfaction of Tiket.com 
consumers in Surabaya airplane tickets, (5) Store Offering was found to have a 
positive and significant effect on Tiket.com customer satisfaction in Surabaya 
who purchased a plane ticket, (6) Satisfaction was found to have a positive and 
significant effect on Tiket.com customer repurchase intetntion who purchased 
plane tickets so the hypothesis to six received. 
 
KeyWords : Ease of Use, Customization, Security, Fulfillment Reability, Store 
Offerings, Satisfaction, Repuchase Intention. 
 
